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Abstract 
 
Sport, with the help of the media, plays a huge role in today’s society.  Sport 
fans are following their favourite athlete and teams religiously as they 
compete locally and internationally. Over a century ago, the first professional 
athlete was endorsed. Since then companies are investing millions of dollars 
in athlete endorsement to promote brand awareness under consumers.    
 
The surfing industry is no different.  With the Association of Professional 
Surfers (ASP) world tour, the big surf companies are jumping at the 
opportunity to sponsor pro surfers to market their products.  Previous studies 
have shown athletes can evoke both positive and negative attitudes towards 
their endorsing brand thus effecting company’s sales.   
 
The aim of this study was to research the influence these endorsed pro 
surfers have on consumer behaviour towards their brand in a local market.  A 
qualitative study was done on local surfers in Port Elizabeth, South Africa.  
Results showed that favourite surfers evoke a positive attitude towards their 
sponsoring brand.  However this influence does not seem to be as significant 
as in other sports.  Surf companies within the industry should be aware of the 
big influence age has on the consumers behaviour and that different age 
groups follow different surfers. Companies should choose to sponsor 
professional surfers that fit the image of the company and the products, not 
necessarily the professional surfer who performs the best. Using professional 
surfers in advertising of products does create better brand awareness, but 
endorsed professional surfers are not likely to change consumer’s perceptions 
of the endorsing brand’s products. 
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CHAPTER 1 
 
SETTING AND PROBLEM STATEMENT 
 
1.1 Introduction 
 
“Sport touches our emotional core like no other activity. In many ways athletes 
shoulder the hopes, aspirations, dreams and self-esteem of supporters. Their 
performances and actions on the field have a profound impact on fans; on the 
relationships they, as consumers of the sport, have with the sport, the players 
and those who are associated with the sport – the sponsors and organisers” 
(Ikalafeng 2005). 
 
According to Lynam (2010) sponsoring of sport stars has turned into a global 
business. There are advantages for the brand that is associated with athletes 
that not only perform well on the field, but off the field as well. Brand 
association with a person of inconsistent morals can be both embarrassing 
and costly for the endorsing company.  Companies are willing to invest 
millions of dollars to endorse athletes that the consumer can relate to. 
Corporations spend more than $12 billion on multi-year athlete endorsements 
(Carlson 2008). 
 
Kim (2011) says that there are three factors that should be taken into 
consideration in athlete-endorsed advertising. These are the attitude toward 
the athlete, perceived athlete-brand fit and the preexisting attitude toward the 
brand. The antecedent factors that are identified will influence the post 
attitude toward the brand, after exposure to an advertisement featuring an 
endorsed athlete. 
 
The study of consumer behaviour includes everyday actions of the individual 
consumer.  This includes the perception of advertisements, forming of 
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attitudes, decision-making and the use and disposal of products and services 
(Noel 2009). 
 
Companies endorse these athletes firstly to create both brand and product 
awareness.  Secondly, consumers are also influenced by the image of the 
professional athlete.  Whatever professional athletes use is “cool” because 
they are “cool”. Thirdly, a celebrity endorsement can give a business and its 
products a significant amount of attribute awareness. By pairing the known 
attributes of a specific athlete with a business and its unknown products, the 
business will take on the attributes for which the athlete is known. For 
example, if a high-profile athlete is known to be honest and hard working, the 
business will be consciously associated with the same attributes (Anon 
2010a). 
 
The sport of surfing has undergone enormous changes over the past 45 
years. Millions of people surf worldwide and with the rapid technological 
advancement of surfboards and surfing equipment, surfing that was once a 
recreational pastime, has evolved into a competitive professional sport for 
some and for others it created a certain lifestyle that has turned in to a multi 
billion-dollar industry (Kampion and Brown 1998).  A study done by The Surf 
Industry Manufacturers Association (SIMA) found that the surf industry, which 
has grown from $6.52 billion in 2004 to $7.48 billion in 2006 (an increase of 
14.5%), is steadily growing and not slowing down (Anon 2007a). 
 
According to Ikalafeng (2005) recent studies show that consumers are more 
likely to purchase products and use services endorsed by athletes than 
products or services not endorsed. In contemporary society, athletes are big 
role models and consumers tend to believe champion athletes.  
 
In a study done on motor sport by Dalakas and Levin (2005), the following 
was confirmed: “the hypothesis that sponsoring one property usually evokes 
positive attitudes from fans of that property but may also elicit negative 
attitudes by fans of other properties. Given the competitive nature of sport in 
general, this possibility extends beyond just NASCAR and motor sport. 
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Companies interested in being involved in sport sponsorship have a 
potentially challenging decision to make.”  
 
1.2 Problem Statement  
 
As in many other sports, surf companies sponsor surfers with sporting 
equipment, such as wetsuits, clothing and surfboards. In surfing the surfer 
then becomes a team rider for a specific brand. Most of these surfers 
compete on the world tour that is made up of the top 46 surfers in the world.  
With events all around the world the tour it is followed by millions of people, 
and these surfers are known as professionals (pro surfers). 
 
These pro surfers are used in advertisements for the products in magazines, 
on television and in surf videos.  All of the surfers on the Association of 
Surfing Professionals (ASP) world tour have their own personality and style 
and fans always have their favourite.  
 
The following was identified as the main problem of the study:  
 
Does an endorsed pro surfer influence consumer attitudes towards the 
respective endorsing brand and those of other competitors’ brands? 
 
1.2.1. Sub-problems 
 
To address the main research problem, the following sub-problems were 
identified: 
 
 What influences consumer behaviour and consumer decision-making? 
 How do sport celebrities influence consumer behaviour? 
 Do endorsed pro surfers influence fans positively towards their 
sponsoring brand? 
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 Do endorsed pro surfers influence fans negatively towards their 
sponsoring brand?  
 Do endorsed pro surfers influence fans negatively towards competitors’ 
brands? 
 
1.3 Research Design  
 
This section deals with the methodology that was followed in this study.  
 
1.3.1 Research Methodology  
 
The following procedures were adopted to solve the main problem and the 
sub problems. 
 
1.3.2 Literature Review  
 
The primary and secondary data were utilised to address the objective of the 
study. A literature study was conducted to identify the successes and the 
challenges leading to the problem researched. The methods used to develop 
strategies were gained from the literature study (Collis and Hussey 2003). 
 
The literature review looked at the overall influence of sport celebrities on 
consumers and the factors that influence consumer behaviour. This included 
a general look at different sport and not just surfing in particular as limited 
studies have been done on the surfing industry and consumer behaviour.  
 
1.3.3 Empirical Study 
 
A questionnaire was developed based on the insight gained from the literature 
study and it was used as a measuring instrument in the study.  
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The following process was followed throughout the empirical study.  
 
1. Construct a questionnaire, based on the secondary literature, on 
software programme called “Survey Monkey”. 
2. Conduct a pilot study to test the questionnaire’s reliability and validity.  
3. Improve the questionnaire based on the pilot study results.  
4. Collect data using questionnaire created on a software programme 
called “Survey Monkey”. 
5. Capture data in Excel software programme for computers. 
6. Analyse the data by means of statistical techniques with the help of Dr 
Pietersen at the statistical department at the Nelson Mandela 
Metropolitan University (NMMU).  
7. Interpret the findings and make recommendations.  
 
1.4 Delineation of Research  
 
The scope of the research focused only on surfers from Port Elizabeth in the 
Eastern Cape, South Africa.  
 
1.5 Limitations of the Research 
 
One of the main limitations was the sample size and its selection. In order to 
achieve more reliable results, it would have been preferable to use a bigger 
sample that included other coastal regions of South Africa. For time and 
financial limitations it was not possible to consider other regions.  
 
1.6 Significance of the Research 
 
Companies spend millions of dollars on professional athletes to endorse their 
brands. Surfing is not one of the mainstream sports like soccer, rugby, 
athletics or Formula 1, but it is a fast growing industry. Most surf companies 
use professional surfers to endorse their products. In studies that were done 
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on other sports there was a clear indication that the professional athletes do 
influence fans.  Fans’ attitudes towards their favourite athlete’s brand were 
influenced positively while fans attitudes were influenced negatively towards 
their least favourite athlete’s brand. Surfing is known to be a sport that is not 
as directly competitive and physical as other sports as athletes compete more 
against the elements than an opponent. Does the professional surfer 
influence his fans as much as other fans are influenced by their favourite 
athlete in other sports?  No study has been done on this topic, specifically on 
surfing and the consumers of surfing related products in South Africa.  
 
1.7 Outline of Chapters  
 
The study was presented in five main chapters.  
 
Chapter 1  
This chapter gives an overview of the background and area of study. It also 
highlights the research question and the overall aim of the study.  
 
Chapter 2 
The second chapter includes a review of the literature on the core areas of the 
research: the surfing industry’s history and what it is today globally and in 
South Africa. It will also look at the consumer and consumer behaviour, 
athlete endorsement and consumer behaviour and the influence of endorsed 
athletes on consumers. The latter part of this chapter gives an overview of 
other studies and theories that have been carried out in the area of interest.  
 
Chapter 3  
This chapter focuses on the methodology of the study, particularly the 
population, sample, research instrument, data collection and the analysis 
procedures.  
 
Chapter 4 
Chapter four presents and analyse the empirical findings of the survey.   
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Chapter 5 
This includes interpretation and discussion of the main findings, 
recommendations and areas for future research.   
 
1.8 Terms and Definitions  
 
Aloha -  “alo” means experience and “ha” means the breath of life, Hawaiian 
Language  
 
ASP - The Association of Surfing Professionals 
Billabong – Name of a surf brand 
Facebook – A social network that connects people with friends on the Internet  
 
Hurley – Name of a surf brand 
O’Neill – Name of a surf brand 
Quiksilver – Name of a surf brand 
Rip Curl – Name of a surf brand 
SIMA - The Surf Industry Manufacturers Association 
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CHAPTER 2 
 
LITERATURE REVIEW 
 
 
2.1 Surfing and the Surf Industry 
 
“The surf culture is formed around the experience of riding waves, a strangely 
powerful and unique phenomenon that has an enormous effect on a larger 
culture of which it forms part” (Kampion and Brown 1998). 
 
Nobody knows for certain where and how the surf cult was born, but every 
time one hears the word “Aloha”, used today to say hallo, and to show 
expressions of love and compassion, one can not help but think of the spirit of 
the Hawaiian Islands, beautiful beaches and surfers riding big waves.  
 
Surfing has undergone enormous changes over the past 45 years.  Millions of 
people surf worldwide and with the rapid technological advancement of 
surfboards and surfing equipment, surfing that was once a recreational 
pastime, has evolved into a competitive professional sport. For others it has 
created a certain lifestyle that has turned into a multi billion-dollar industry 
(Kampion and Brown 1998). 
 
2.1.1 The Global Surf Industry 
 
The global surf industry is one of the biggest and fastest growing industries. 
The Surf Industry Manufacturers Association (SIMA) commissioned a third-
party retail distribution research study in 2006. The study done by SIMA found 
that the surf industry, which has grown from $6.52 billion in 2004 to $7.48 
billion in 2006 (an increase of 14.5%), is steadily growing and not slowing 
down.  Several factors contribute to the growth of the surf industry, including 
 9  
brand diversification, the mainstream popularity of the surf lifestyle and the 
capitalisation on the purchasing power of women (Anon 2007a). 
 
The oldest surf brands in the industry have stood the test of time and are now 
operating on a global scale.  Companies such as Quiksilver, Rip Curl, 
Billabong and O’Neill dominate 75 % of the market (Anon 2011a). These 
companies also play a big role in the sponsoring of events that take place on 
the Association of Surfing Professionals  (ASP) world tour (Anon 2011a).  
The ASP tour consists of the 46 best surfers competing for the world title at 
different locations globally every year. This event is one of the biggest driving 
forces behind the surf industry and provides a good opportunity for the major 
surf companies for advertising, event sponsoring and professional athlete 
endorsement (ASP World Tour 2011). 
 
2.1.2 The Association of Surfing Professionals  (ASP) world tour 
 
In the 1960’s, surf competitions were mainly held for the love of the sport 
(ASP World Tour 2011). As in most sports, there was no formal sponsoring or 
endorsing of athletes. It was purely an egoistic form of appraisal.  It was only 
in the 70s that an isolated, structured competition began to emerge, namely 
the Association of Surfing Professionals (ASP) world tour. Hawaii led the way 
to professionalism, with events that offered prize money for the competitors. 
By the mid-70s, events took place all over the world including Durban, South 
Africa. By 1984, the tour had expanded to more than 20 internationally rated 
events. In the 90s, the industry caught on quickly. Events in Indonesia, 
Mundaka, Fiji, Tahiti and California created the opportunity for big-name 
labels to form part of a global promotional strategy.  In South Africa, the ASP 
organisers chose Jeffrey’s Bay as the African location. The ASP Women’s 
World Tour is taking a similar approach as the men, organising events in 
Australia, Brazil, France, Peru and Hawaii (ASP World Tour 2011).  
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The ASP world tour has been around for 31 years, and organisers are still 
busy developing the sport worldwide.  With a truly professional outlook, 
outstanding business processes and practices, ongoing relationships with 
some business partners and events, the tour is going from strength to 
strength (ASP World Tour 2011). 
 
2.1.3 South African Surfing History and Industry  
 
The beach culture in South Africa started to flourish from around 1947 and in 
the 1960’s the surfing culture took off after the Hollywood movie Gidget and 
the release of the Beach Boys album (Pike 2001). The Durban 500 surf 
competition in 1969 was the first event that hosted an international athlete, the 
reigning world champion Midget Farelly. Thereafter not only the South African 
surfers were noticed by the international world of surfing but also the pristine 
South African coastline of 2798 kilometers.  South Africa soon became a 
destination for international surfers and the rest of the surfing industry (Pike 
2001).  
Shaun Tomson was the first South African to win a surfing world title in 1977 
(Pike 2001).  After the end of Apartheid in 1994, South Africa became a 
democratic country and more people became exposed to the sport of surfing 
and the surfing culture. The SSA (Surfing South Africa) was born and with 
government sponsors, one of their main aims was to develop the sport at 
grass route level in all coastal communities throughout South Africa. Since 
then South Africa has produced several world-class surfers such as Travis 
Logie and Jordy Smith, who signed one of the biggest endorsement deals in 
surfing history in 2009 (Anon 2010a).  
 
Companies such as Quiksilver, Rip Curl, Billabong and O’Neill also took 
interest in South Africa and moved into the market in the 80s. Even though 
surfing is not one of the major sports in South Africa, the surfing lifestyle and 
image is one that is followed by many.  The surf companies have exploited 
this and are currently doing extremely well in South Africa.  In 2005 Billabong 
was awarded the best female clothing label in South Africa, as a result of the 
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Generation Next Survey which is conducted by the Sunday Times newspaper 
(Hift 2006). 
 
With surfing stores in almost every town in South Africa the surfing industry is 
growing rapidly. As with mainstream sport such as rugby, cricket and football, 
athlete endorsements are seen by major companies as a strategy to create 
more brand awareness amongst consumers. The same applies to the surfing 
industry. However, with the lack of professional surfers from South Africa, the 
big surfing companies are focusing on international surfers to endorse their 
products. 
   
The big question arises. Do the international surfing companies that dominate 
the surfing industry in South Africa know how to relate to their consumers on a 
local level, and do endorsements of international surfers influence local 
consumers to buy certain brands? 
 
2.2. Sponsoring of Professional Athletes  
 
“Sport touches our emotional core like no other activity. In many ways athletes 
shoulder the hopes, aspirations, dreams and self-esteem of supporters. Their 
performances and actions on the field have a profound impact on fans; on the 
relationships they, as consumers of the sport, have with the sport, the players 
and those who are associated with the sport – the sponsors and organisers” 
(Ikalafeng 2005). 
 
As the quote above explains, sport plays a big role in the life of millions of 
people. Children dream of becoming a professional sports star and millions of 
older people revisit those glory days.  Because sport has become such an 
everyday part of our lives it has turned into a multi billion-dollar worldwide 
industry. Sports teams and individual sports professionals compete on a 
national and international level and with media coverage, millions of fans are 
following their heroes all over the world. The impact that sports people have 
on fans has opened the gap for companies to sponsor these teams and 
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individuals and through this sponsors are creating more brand awareness 
(Nigel, Pope and Voges 2000).  
2.2.1 Sponsoring and Endorsements of athletes. 
 
Marketing is defined as the management of mutually beneficial relationships.  
Sponsorship and endorsement are an important element in the marketing mix.  
It is a medium that facilitates the relationship between the sponsor and the 
sport consumer, who is either an active participant or spectator of sport 
(Ikalafeng 2005).  
  
According to Bogar (n.d.), since the first endorsement of the Honus Wagner 
baseball bat more than 100 years ago, companies saw the potential of having 
a brand associated with a famous sports athlete. Bogar (n.d.) also mentions 
that with the growth of the sport media and the sport industry the market for 
endorsements of athletes will only continue to grow.  In 2003, of all the 
sponsorships reported worldwide, sports sponsorships accounted for 77%, 
while arts, culture and broadcast sponsorships accounted for only 6% and 9% 
respectively (Applebaum 2004 as cited by Charbanneau 2005). 
 
 
There are several ways an athlete may endorse a product or service in 
advertising. The athlete may endorse a product or service both implicitly or 
explicitly by simply appearing with certain brands or by providing actual brand 
testimonials in an advertisement (McCracken, 1989 cited in Kim 2011). In 
addition, the athlete endorser might be in a long-term relationship with the 
manufacturer, such as the sponsorship relationship between Tiger Woods and 
Nike Golf (McCracken 1989 cited in Kim 2011). 
 
As result of their success in sport some athletes are utilised by marketers as 
brand endorsers of their products because of their celebrity status (Simmers, 
Damron-Martinez & Haytko 2009). 
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According to Lynam (2010) sponsoring of sports stars has turned into a global 
business. There are advantages for the brand that is associated with athletes 
that not only perform well but also for the way the athlete behaves off the field. 
Brand association with a person of inconsistent morals can be both 
embarrassing and costly for the endorsing company. According to Alice 
(2008), the effect of sports celebrity endorsements on a company's branding 
cannot be underestimated. Although a positive outcome is the primary 
objective, it can also influence the endorsed partners in a negative manner. 
 
Companies are willing to invest millions of dollars to endorse athletes that the 
consumer can relate to.  Corporations spend more than $12 billion on multi-
year athlete endorsements (Carlson & Todd 2008). Throughout the 
advertising world business and sport are teaming up to elevate both the brand 
and athlete to higher levels of public awareness which would be difficult to 
achieve on their own (Alice 2008). Businesses invest money in athletes 
because they recognise it can breach any demographic barriers. Young and 
old, male and female, all recognise athletes such as Tiger Woods. Not only is 
he known in his home country, the United States of America, but also in other 
countries all over the world. That is why companies seek to endorse 
professional athletes with Woods’ status.  Their hope is that consumers will be 
more prone to purchase their product by associating it with an athlete (Anon 
2004a).  
 
Athlete behaviour can also influence negatively towards the brand such in the 
case of the Tiger Woods’ scandal. In the ten trading days after the beginning 
of the scandal, firms with products endorsed by Woods suffered significant 
declines in stock market value, relative to both the entire stock market and a 
set of competitor firms. The top five sponsors (Accenture, Nike, Gillette, 
Electronic Arts and Gatorade) lost 2-3 percent of their aggregate market value 
after the accident, and his core three sponsors EA, Nike and PepsiCo 
(Gatorade) lost over four percent (Knittel & Stango 2010).  
 
According to Nigel, Pope and Voges (n.d.) the following three broad 
categories of sponsorship objectives for businesses are: broad corporate 
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objectives (image based), marketing objectives (brand promotion, increased 
sales) and media objectives (cost effectiveness, reaching target markets).   It 
is generally recognised that there are many different opinions, but the main 
objective seen by the business is to increase sales (Wilson 1997). 
 
The benefit of sport sponsoring influences the impact on the brand more than 
any other element of the marketing mix because of the close relationship 
between the sport and consumer (Ikalafeng 2005).  
 
Celebrity and professional athletes’ lives influence contemporary culture.  The 
“hero” factor is used by companies because fans recognise the hard work and 
dedication these athletes put in to become professionals. 
 
Companies endorse these athletes firstly to create both brand and product 
awareness.  Secondly, consumers are also influence by the image of the 
professional athlete.  Whatever professional athletes use is “cool” because 
they are “cool”. Thirdly, a celebrity endorsement can give a business and its 
products a significant amount of attribute awareness. By pairing the unknown 
attributes of a specific athlete with a business and its products, the business 
will take on the attributes for which the athlete is known. For example, if a 
high-profile athlete is known to be honest and hard working, the business will 
be consciously associated with the same attributes (Anon 2010a). 
 
Companies will continue to invest in athletes because of their persuasive 
powers over the masses (Peterson 2009). As Hughes (2010) describes: “It is 
undeniable that there is a great appeal for the right athlete endorsing the right 
product. It can take the product or the company to the next level. All over the 
world everyone is looking for the next perfect marriage of the star athlete and 
product. After all whether the consuming public admit it or not, we do respond 
to what our heroes tell us.”  
 
Companies saw from the earliest time how sponsoring big events or 
endorsing famous people can increase brand awareness. Now that countries 
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are competing against each other in a world arena, companies can reach 
millions of people at the same time, through TV and the Internet. Millions of 
people are following their favorite celebrities’ lives through all forms of media.  
Companies have seen the benefits of sponsoring and endorsements but still 
have to be careful what they sponsor and who they choose to endorse as it 
can have a positive or negative effect on the company and the brand. 
 
2.3 The Consumer and Consumer behaviour 
 
The study of consumer behaviour includes everyday actions of the individual.  
This includes the perception of advertisements, forming of attitudes, decision-
making and the use and disposal of products and services (Noel 2009). 
  
Consumer needs and wants are one of the major influences of the 
underpinnings of the marketing concept.  Organisations not only have to be 
product-orientated but also market-orientated (Evans, Jamal and Foxall 
2006). 
 
Businessmen have always desired to know their customers. This can be 
traced back to the Venetian traders who, according to history, undertook 
surveys on consumer preferences at different locations around the 
Mediterranean Sea (Du Plessis, Rousseau & Blem 1995). 
 
The sales and the profits of a firm are determined by the purchasing decisions 
of consumers. The economic viability of the firm is thus determined by the 
motives and actions of consumers (Assael 2004). 
 
2.3.1 The Consumer 
 
Cant, Strydom, Jooste & Du Plessis (2006) state that the market is made up 
of people who have a specific need to be satisfied and who have the financial 
ability to satisfy the need. For this reason the consumer is the chief 
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component of the market with their particular needs, buying power and 
behaviour.  
 
We usually think of a consumer as the person, who identifies a need or 
desire, searches for a product to satisfy this need, buys the product and then 
consumes the product in order to satisfy the need. In many cases, different 
individuals may be involved in this chain of events. For an example the buyer 
may be the parent but the user is the child (Noel 2009).  
 
To understand the consumers better we can to look at the following aspects, 
namely, segmentation and consumer behaviour. 
 
2.3.2 Segmentation 
 
According to Du Plessis, Rosseau and Blem (1995), market segmentation is 
the process of dividing the market into segments of consumers so that the 
members of each segment share common characteristics, and are distinct 
from members of other segments. To divide markets into distinctive groups 
based on homogeneous sets of needs is called market segmentation. 
Understanding the needs of customers and how they decide between one 
offer and another is part of market segmentation. The needs and decision-
making process of consumers are used to form groups who share the same 
or very similar values. This enables a company to focus on a primary segment 
of consumers. Through the product and services the company will meet the 
needs of its selected segments and outperform the competition. Thus 
retaining of customers is the primary objective of segmentation (Anon 2011b). 
Doyle (1998), however, states that the market can be divided into groups with 
similar needs, but the consumer in the market can never be homogeneous.  
All consumers still differ even though they have the same need. 
 
According to Heil (n.d.), the market can be divided into segments by using 
four "segmentation bases" namely: geographic, demographic, psychographic 
and behavioural.  
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2.3.2.1 Geographic segmentation 
 
People with the same social, economic and lifestyle characteristics have the 
tendency to congregate and settle close to one another in particular 
neighbourhoods (Baker 2007). 
 
2.3.2.2 Demographic segmentation 
 
Blackwell, Miniard and Engel (2006) define demographics as the size, 
structure and the distribution of a population.  
 
Consumer demographics are important for marketers because consumers 
can be targeted using variables such as age, gender and occupation. 
Consumer behaviour differs with demographic variables (Evans, Jamal & 
Foxall 2006). 
 
2.3.2.3 Psychographic segmentation 
 
Blackwell, Miniard and Engel (2006) define psychographics as a technique to 
measure lifestyles. It provides measures using quantitative questions and can 
be used for the definition of market segments by using big samples. 
 
As the “psycho” component suggests, the approach is more concerned with 
trying to get beneath the skin of the consumer and to be able to explain their 
behaviour in a greater depth than the ”profiling” approach of demographics 
(Evans, Jamal and Foxall 2006). 
 
To develop an in-depth understanding of market segments, psychographics 
studies are used and sometimes help to define the segments – for example, 
single men between the ages of thirty-five and forty who participate in outdoor 
activities and care about fitness (Blackwell, Miniard and Engel 2006). 
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2.4 Consumer behaviour 
 
Du Plessis, Rosseau and Blem (1995) define consumer behaviour as: 
“Consumer behaviour patterns of decision units (individuals as well as 
families) which precede, determine and follow on the decision process for the 
acquisition of need-satisfying products, ideas and services.”  
 
Consumer behaviour is also defined as activities people undertake when 
obtaining, consuming, and disposing of products and services. Obtaining of 
the product or service includes the purchases or receipt of a product and the 
activities leading up to the actions. How, where, when, and under what 
circumstances consumers use products refers to the consuming of the 
products or services. The way the consumers get rid of products and 
packaging is seen as disposing (Blackwell, Miniard and Engel 2006). 
 
Long-term loyal consumers are created with a segment of consumers that are 
satisfied with a product or service and continue to buy the product. Consumer 
behaviour determines a company’s profitability, thus long-term loyal 
consumers are very important for the company to sustain (Assael 2004). 
 
2.5 Factors influencing consumer behaviour 
 
Variables such as age, income and geography are important to understanding 
consumer behaviour. These variables influence the developing of marketing 
plans. By analysing the ways in which individual differences such as 
personality, values and lifestyle affect consumers’ behaviour, a better 
understanding can be obtained (Blackwell, Miniard and Engel 2006). 
 
 
 
 
 
 
 19  
Figure 2.1: Model for consumer behaviour 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Assael H. (2004:22)  
2.5.1 Individual Consumer  
 
The individual consumer is influenced by psychological factors that include: 
motivation, involvement, perception, learning and attitude (Noel 2009). 
 
2.5.1.1 Motivation 
 
Motivation is a basic concept of human behaviour and also influences 
consumer behaviour. Motivation can be described as the driving force within 
individuals that moves them to take a particular action. The driving force 
exists because of unfulfilled needs. As result of this unfulfilled need it moves 
us away from psychological equilibrium (Evans, Jamal and Foxall 2006). 
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2.5.1.2 Involvement 
 
The psychological state called involvement derives from motivation. This is 
the relevance of an object to a person based on the individual’s needs and 
values. Consumers that are more motivated are more likely to become highly 
involved with the product, service or brand  (Noel 2009). 
 
2.5.1.3 Exposure and perception 
 
Hoffman, Czinkota, Dickson, Dunne, Griffin, Hutt, Krishana, Lusch, 
Ronkainen, Rosenbloom, Sheth, Shimp, Siguaw, Simpson Speh and Urbany 
(2005) explain that perception is a process whereby an individual interprets, 
organises, and senses the information from the environment he or she 
receives.  
 
Perception is defined by Noel (2009) as the process by which consumers 
create a meaningful picture of the world around them by selecting, organising 
and interpreting of the stimuli. 
 
The interpretation of a message or stimuli by using the five senses of the 
consumer (vision, sound, touch, taste and smell) forms part of the perception 
process. Stimuli are received and interpreted by individuals and translated 
into a response (Blackwell, Miniard and Engel 2006). 
 
When a consumer comes into contact with marketing stimuli such as brand 
names, commercials and advertising it is seen as exposure. This exposure is 
very important as it begins the process towards final purchases and 
consumption of the product (Noel 2009). 
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2.5.1.4 Learning 
 
Learning and perception depend upon each other. Learning influences 
perception and is closely associated with perception (Evans, Jamal and 
Foxall, 2006). Most consumer behaviour is learned behaviour. Learning is a 
change of long-term memory. We learn from prior experiences, which can 
come from different sources like our peers, mass media or our family and 
friends. Through these experiences we learn to respond to our environment 
(Hoffman et al. 2005).  
 
Attempting to influence the consumer, is trying to bring about learning, the 
process by which experience leads to change in knowledge and behaviour. 
Marketing communication is teaching consumers about various marketing 
offerings and learning is concerned with ensuring it is remembered in the 
intended way (Blackwell, Miniard and Engel 2006). 
 
2.5.1.5 Attitudes 
 
The learning processes have a major influence on a person’s attitude. 
Whatever is learned about the stimulus or object develops either a liking or a 
disliking of it.  The stimuli can be anything, such as a physical or social 
objects (for example, a brand or person) an action (watching a surf contest) or 
even advertising (Evans, Jamal and Foxall 2006). 
 
2.5.2 Environmental Influences  
 
The environment of a consumer also influences the consumer’s behaviour. 
Factors such as consumer culture, personal influence and reference groups, 
social class, family and lifestyle should be taken in consideration.  
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2.5.2.1 Culture 
 
According to Evans, Jamal and Foxall (2006) culture can be defined as the 
meaning system used by a specific group of members to inform their lives. A 
sense of identity is provided by this meaning system that helps us to define 
who we are and why we act in a certain way under different circumstances.  
 
Culture is a composite of underlining values and behavioural patterns. This 
gives meaning to the lives of its members and determines the overall climate 
of the activity. A concept as powerful as culture must be treated with caution if 
one is to avoid the dangers of overgeneralisation (Baker 2007). 
 
Many subcultures make up some of the market segments, and marketers 
often design products and marketing programmes specifically for the needs of 
the individual subculture. Subcultures can include nationalities, religions, 
rational groups and geographic regions (Kotler 1997). 
 
Within the surfing culture there are also many different sub cultures for 
example, competition surfers and free surfers. Both are consumers of the 
same product but have different views on surfing.  
 
2.5.2.2 Personal influence and reference groups 
 
Personal factors influence a consumer’s decision-making. These factors 
include the consumer’s age, stage in the life cycle, occupation, economic 
circumstance and life style (Kotler 1997).  
 
A reference group significantly influences an individual’s behaviour. The 
values, attitudes, behaviour, and norms of the group are perceived to have 
relevance upon the evaluation, behaviour and aspirations of other individuals 
(Blackwell, Miniard and Engel 2006). People, whether as individuals or in 
groups, exert enormous influence on consumers. Belonging to groups and 
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striving to please others affects every stage of the consumer decision process 
(Blackwell, Miniard and Engel 2006). 
 
Localism is one of the big factors in surfing. Surfers that surf together at a 
specific break have a big influence on each other and fellow surfers that come 
to surf in that area. 
 
2.5.2.3 Social class 
 
Income cannot be seen as the only indicator of social class. Other indicators 
such as occupation, education and area of residence should be taken into 
consideration. Characteristics such as speech patterns and recreational time 
spent also differ amongst different social classes (Kotler 1997).  Power, 
wealth and opportunity imply social class (Noel 2009). 
 
2.5.2.4 Family 
 
Household members make more significant decisions jointly than the 
individual alone. The reason for family influence can be due to the intent of 
multiple use of the product by one or all the family (Hoffman et al 2005). 
 
Extensive research has shown that the family is the most important 
consumer-buying organisation in society. The influence of the husband, wife 
and children in the purchase of a variety of products and services vary widely 
in different cultures and social classes (Kotler 1997). 
 
2.5.2.5 Lifestyle 
 
The way people live and spend their time and money can be seen as an 
indicator of lifestyle (Blackwell, Miniard and Engel 2006). Evans, Jamal and 
Foxall (2006) also perceive attitudes, interest and opinions as important 
lifestyle indicators.  By looking at the consumer’s lifestyle an idea of the 
 24  
motives, feelings and beliefs of the consumer becomes clearer as lifestyle is a 
reflection of self-concept. 
 
A good way to determine a person’s lifestyles is to look at the products and 
brands he consumes. Lifestyle is a function of a consumer’s personal 
characteristics (genetics, race, gender, age and personality), personal context 
(culture, institution, references groups and personal worth), needs and 
emotions. All these factors influence how we spend time and money (Hoffman 
et al. 2005). 
 
2.5.3 Consumer decision-making 
 
The consumer buying-decision process is a five-stage process. The consumer 
buying-decision process addresses decisions about whether to purchase, 
what to purchase, when to purchase, from whom to purchase and how to pay 
for it (Hoffman et al. 2005). This process is constantly influenced by 
psychological, social and situational factors.  
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2.5.4 Decision making model 
 
 
Figure 2.2: Decision making model  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Kotler (1997:192) 
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2.5.4.1Problem Recognition 
 
The buying process starts that when a consumer recognises a problem or a 
need (Kotler 1997).  Hoffman et al. (2005) also state that problem recognition 
is the first step in the consumer’s buying-decision process. Thus, when 
consumers realise that they need to do something to get back to a normal 
state of comfort, they start the process. 
 
When a product is believed to have the ability to solve a problem or satisfy a 
need it is seen as need recognition.  The consumer is willing to buy the 
product because the need to solve the problem is worth more than the cost of 
buying it (Blackwell, Miniard and Engel 2006). 
 
2.5.4.2 Information Search 
 
After consumers recognise a need exists, they have to find information to help 
them satisfy the need or solve the problem. Searching the consumer’s own 
memory is the first step in the information search process and it is also called 
the internal search (Noel 2009). 
 
Blackwell, Miniard and Engel (2006) claim that the information search may be 
internal or external. Retrieving knowledge from memory is an example of 
internal search while information from peers, family and the market place is an 
external search. 
 
2.5.4.3 Alternative Evaluation 
 
According to Kotler (1997) there are several decision evaluation processes, 
and all consumers do not use the same process. This process also differs 
from product to product as the attributes of the product differ. 
 
Consumer evaluation of products is influenced by personal and environmental 
influences. Consumers compare what they know about different products and 
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brands with what they consider most important, in this way narrowing down 
alternatives (Blackwell, Miniard and Engel 2006). 
 
2.5.4.4 Purchase Decision 
 
Blackwell, Miniard and Engel (2006) contend that there are two sub-stages in 
the purchase decision stage. Choosing one retailer over another is the first 
sub-stage, which involves the choice of where the product is going to be 
purchased. The second stage involves influence within the store. This could 
be the sales person, product displays, or any form of media and advertising. 
Consumers might buy something totally different to what they set out to buy 
because of the influence in the purchase decision phase. 
 
2.5.4.5 Post-purchase Behaviour 
 
Satisfaction occurs when the consumer’s expectations are matched by 
perceived performance. When experiences and performance fall short of 
expectations, this is very important, as consumers will use this experience for 
future referencing when the same need or problem occurs (Blackwell, Miniard 
and Engel 2006). 
 
Hoffman et al. (2005) explain that there are three possible responses after a 
satisfactory or dissatisfactory purchase experience. 
1) Exit - If the consumer is totally dissatisfied with their purchase they may 
never purchase the brand again.  
2) Voice – Other consumers will complain and may decide to give the 
brand another chance or simply just exit and never buy the product 
again.  
3)  Loyalty – The consumer is totally satisfied with the product, he will now 
always buy the product to satisfy or solve his need or problem. 
 
Kotler (1997) stresses the point that the marketer’s job should not end at the 
purchase phase and that the post-purchase period must be monitored. 
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Valuable information can be obtained from the way the consumers use, store, 
replace or dispose of the product. 
 
2.6 Athlete endorsement and consumer behaviour 
 
Consumers can be influenced by many different factors internally and 
externally as seen in the previous discussion on the consumer and consumer 
behaviour. Currently sports companies are using athletes to promote their 
product and to influence consumer behaviour even more. 
 
In the surfing industry companies have team riders. These team riders are 
endorsed by the company and are the image of the company when competing 
on the ASP tour. Surf companies use these athletes to create brand 
awareness with consumers all around the world.  This takes place not just on 
the ASP tour but also through advertising in surfing magazines, surfing videos 
and promotional material in surf retail shops. 
 
The following discussion will look at the extent to which endorsed athletes 
influence consumer behaviour when choosing a brand. 
 
2.6.1 Influence of endorsed sport athletes on consumers 
 
According to Ikalafeng (2005) recent studies show that consumers are more 
likely to purchase products and use services endorsed by athletes than 
products or services not endorsed. In contemporary society, athletes are big 
role models and consumers tend to believe champion athletes.  
 
Athlete endorsement has become a prevalent form of advertising (Stotlar et 
al. 1998).  Previous research by Brooks and Harris showed that endorsed 
athletes could have celebrity status, which can help a company to sell and 
enhance its image, products or services. It also helps to create a better brand 
awareness among the potential consumers (1998 cited in Lubbock and Lam 
2007). 
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According to Kim (2011) there are three factors that should be taken into 
consideration in athlete-endorsed advertising. This includes the attitude 
toward the athlete, perceived athlete-brand fit and the preexisting attitude 
toward the brand. The antecedent factors that are identified will influence the 
post attitude toward the brand, after exposure to an advertisement featuring 
an endorsed athlete. 
 
Marketers perceive that celebrities or athletes have “stopping power”. This 
means that these celebrities can influence the consumer’s feelings, attitudes 
and purchase behaviour by drawing attention to a certain product. The 
celebrity can enhance the target audience’s perception of the products in 
terms of image and/or performance. A well-known athlete may convince 
potential buyers that the product will enhance their own performance (Belch 
and Belch 2004).  
 
Grant McCracken developed an interesting perspective on celebrity 
endorsements. He argues that meaning transfer plays a bigger role than 
credibility and attractiveness. According to his model, effective endorsement 
will depend on the transferring of meaning that is influenced by the celebrity’s 
culture. This consists of status, class, gender, age and lifestyle of the celebrity 
(1989 as cited in Belch and Belch 2004). 
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Figure 2.3: Meaning movements and the endorsement process  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Stage 1                                                Stage 2                                      Stage 3 
 
Source: Belch and Belch (2004) 
 
 
Professional surfer Kelly Slater has developed a favourable image as a fierce 
competitor, winning the surfing world championships ten times in his career to 
date. MaCracken suggests that celebrity endorsers bring their meaning and 
image into the advertisement and transfer them to the product they are 
endorsing (as demonstrated in stage 2 of the model). For example FSC fins is 
one of the leading companies that manufactures fins for surfboards. They take 
advantage of Kelly Slater’s performance being the ten-time world surfing 
champion and appearing in advertisements as illustrated in figure 2.4.  
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Figure 2.4: Industry news  
 
 
 
Industry News 
Kelly Slater K3 glass flex fins available August in Europe 
Surfers village Global Surf News, 31 July 2007: “These fins are perfect for down 
the line walls and long turns. I actually started using this fin three years ago when I 
needed a better fin for the long walled waves at Rincon. I’ve been on this same set of 
fins for over three years. They’ve been my magic set. I originally designed the K2.1 
with beach breaks and barrels in mind, and I still use them in these sorts of 
conditions. With the K-3’s and the K2.1’s you should be set for pretty much any sort 
of waves you find.” - Kelly Slater  
Source: Anon 2007b 
 
In the third stage of the meaning movement model, the meaning that the 
endorsed athlete has given to the product is now transferred to the consumer 
(Belch and Belch 2004). FSC hope to boost their image as a product that will 
improve surfing and because it is good enough for the world champion the 
implications is it will be good enough for the consumer.  
 
Bailey (2007) found in the literature that celebrities could influence the 
purchase and perceptions of consumers. Bailey states that research has 
shown that celebrities will make advertisements more believable, enhance 
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message recall, create a positive attitude towards the brand and give 
endorsed brands distinct personalities. 
 
Compliance, internalisation and identification can be seen as social 
influences. Celebrities can also have an effect on these social influences that 
change consumer behaviour (Kamins 1989 as cited in Bailey 2007). Bailey 
(2007) thus concludes that one would expect that consumers respond 
favourably to positive information about celebrity endorsers. 
 
When choosing an athlete for endorsement, companies and marketers must 
be very careful. Athletes can damage not only their own reputation with bad 
behavior but also the product image that they endorse. Trends show that 
companies compensate athletes with stock options. This communicates to the 
endorsed athlete that he owns a part of the company and that improper 
behaviour will influence the relationship between the two parties (Bogar n.d.). 
 
According to Mickan (2011) the long-term relationship between the celebrity 
and the brand can affect the audience’s behaviour and have an impact on the 
consumers. If the celebrity’s positive image changes, problems could occur on 
the consumer perception of the brand (Fill 2005 as cited in Mickan 2011).  
However, marketers must first find the celebrity who can best fit and represent 
the image of the product and its meaning (Belch and Belch 2004). Pickton and 
Broderick (2005) add that celebrity credibility is needed to make the 
connection between the celebrity and the product more believable. 
 
This need for credibility can be seen in the surfing industry as well. The surf 
company, Billabong, for example, uses professional surfers to endorse their 
clothing lines.  An entire clothing line can be named after the endorsed 
athlete, thus creating an association between the product and the surfer. 
Billabong realised the importance of the meaning transfer between the 
endorsed athlete and the consumer. Rather than using socialites such as 
Paris Hilton, they use professional surfers to endorse their brand (Mickan 
2011). 
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Surf companies, however, have to be careful not only to use professional 
surfers to promote their brands. Most surf brands appeal to a mass market. 
Some of these consumers are often not surfers or interested in professional 
surfers but more in the lifestyle and “cool factor” the brand conveys. For this 
reason most surf companies also use “everyday people” as well to promote 
the brand as well as the surfing life style (Griffin 2005 as cited by Mickan 
2011). 
 
2.7 Conclusion.  
 
Consumer behaviour plays an essential role in marketing.  It has been widely 
researched and can influence the profitability of a company.  With the wide 
variety of factors that influence consumer behaviour, companies have to 
consider all aspects and generate the best possible marketing strategy to 
reach the consumer (Berman 2011). 
 
As seen in the literature, endorsing of athletes can have positive and negative 
effects on consumer behaviour. That is why, when a company decides to 
endorse an athlete or celebrity, they have to pay attention to the fit between 
the athlete and the endorsed product. Companies use athletes to endorse 
their products to influence the consumer’s purchasing decisions (Stotler et 
al.1998).  Celebrities are believed to influence consumers positively, and 
make consumers more aware of brands (Ikalafeng 2005). Consumers are 
more likely to purchase products and use services endorsed by athletes than 
those products or services not endorsed. 
 
In the surfing industry there has not been a lot of research on the effect of 
professional surfer endorsement and consumer behaviour.  To what extent 
does the endorsement of professional surfers influence consumer’s behaviour 
when choosing a surf brand to satisfy a specific need?  This research aims to 
answer the question.   
 
The next chapter addresses the research methodology used in this project.  
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CHAPTER 3 
 
RESEARCH DESIGN AND METHODOLOGY 
 
 
The research topic selected is about the influence that endorsed professional 
surfers have on the consumer when buying surfing related products. This 
research aims to determine to what extent consumers associate professional 
surfers with specific surf brands, and how the endorsed professional surfer 
influences the attitudes towards the brand that the surfer represents and other 
brands within the market from a consumers point of view.  
  
According to Weman and Kruger (1999) research evolves using objective 
methods and procedures to create scientifically obtained knowledge through 
applying various techniques and procedures. 
 
In this chapter the researcher will show how the information that was required 
to address the problem statement was gathered. This chapter will provide 
information on the sample, measuring instrument and data collection. A 
description of the methods and techniques that were used during the 
research, and the research instruments that were used, will be discussed. 
 
3.1 Research paradigms  
 
A paradigm, according to Bryman and Bell (2007), is a cluster of beliefs and 
dictates scientists in a particular discipline, influences that should be studied 
and how research should be done.   
 
There are two main assumptions of the two main paradigms.  
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3.1.1 Positivistic paradigm (quantitative) 
 
The positivistic paradigm is not concerned with the subjective state of the 
individual but focuses on the causes social phenomena. Experience and 
intuition are replaced with research that is objective and precise. Explanation 
consists of establishing casual relationships between the variables by 
establishing casual laws and linking them to a deductive or integrated theory 
(Collis and Hussey 2003). 
 
Positivism entails elements of both a deductive approach and an inductive 
strategy. There is a distinction between the theory and the research and the 
role of the research is to test the theory and provide material for the 
development of laws (Bryman and Bell 2007). 
 
3.1.2 Phenomenological paradigm (qualitative) 
 
Phenomenology is the science of phenomena.  This paradigm is concerned 
with the understanding of human behaviour from a participant’s own frame of 
reference. The qualitative approached is more subjective by focusing on the 
meaning, rather than the measurement of the social phenomena (Collis and 
Hussey 2003). 
 
The researcher chose to do a quantitative study. A survey was done, using a 
questionnaire. Collis and Hussey (2003) define a survey as “a positivistic 
methodology whereby a sample of the subject is drawn from a population and 
studied to make inference about the population”    
 
The quantitative research method is most suitable for explaining the 
participants’ perception and looks at the holistic response of the participants 
(Collis and Hussey 2003). 
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3.2 Sampling 
 
Sampling theory is the study of the relationship existing between a population 
and the sample drawn from it. For conclusions of sampling theory to be valid, 
the chosen sample must be representative of the population. Selecting a 
sample is a fundamental element of a positivistic study. A sample is made up 
of some of the members of a population. Depending on the size of the study 
and the size of the population one can use the entire population (Collis and 
Hussey 2003).  The main interest of the study should be represented by the 
sample that is a subset of the targeted population (Collis and Hussey 2003).  
 
The size of the population usually makes it impractical and uneconomical to 
involve all members of the population in the research project.  Consequently, 
we have to rely on the data obtained for a sample of the population (Weman 
and Kruger 1999). 
 
3.3 Sampling Process 
 
Figure 3.1: Sampling process 
 
 
                                                                    
 
 
 
 
 
 
 
 
 
 
 
Source: Hair, Babin, Money and Samouel (2003)  
Selecting the sample method 
Choosing a sample frame  
Defining the target population 
Determining the sample size 
Implementing the sample plan  
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3.3.1 Defining the target population  
 
According to Hair, Babin, Money and Samouel (2003) it is critical to the 
research that the researcher defines the target population. The target 
population is the complete group of objects relevant to the research project. 
Definition of the target population could include factors such as knowledge of 
the topic and access to individuals and companies.  
 
When the sampling plan is executed, sampling units are drawn from the target 
population and used in making estimations of population characteristics (Hair 
et al. 2003).  
 
The researcher defined the target population as all surfers in Port Elizabeth. 
This includes surfers from all ages, sex, race and background. The most 
important criterion was that the population are practising surfers.  
 
3.3.2 Choosing a sample frame  
 
A sample frame is a comprehensive list of all the elements from which the 
sample is drawn (Hair et al. 2003).  
 
It was impossible for the researcher to obtain a list of all the surfers’ names in 
Port Elizabeth. The researcher asked the Eastern Province Surfing 
Association to provide a list of the number of surfers that were affiliated with 
the association and lived in Port Elizabeth in order to estimate the number of 
surfers that are in Port Elizabeth. Also the number of members of the Create 
Your Own Happenings (CYOH) surf club was taken into account, as they did 
not appear on the list of the Eastern Province surfing association. The number 
of registered surfers in Port Elizabeth was estimated at 250.  
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3.3.3 Selecting the sampling method 
 
Selection of a sampling method depends on related theoretical and practical 
issues such as the nature of the study, objectives of the study, the time 
constraints and the budget that can be used to do the research (Hair et al. 
2003).  
 
One can distinguish between probability samples and non-probability 
samples. Probability sampling can determine the probability that any element 
or member of the population can be included in the sample, while in non-
probability sampling some elements have no chance of being included in 
some examples (Weman and Kruger 1999). 
 
3.3.3.1 Probability sampling 
 
Probability sampling gives all elements in the sample a known and non-zero 
chance of being selected based on some random procedure. Findings based 
on a probability sample can be generalised to the target population with a 
specified level of confidence (Hair et al. 2003). 
 
A probability sample is a sample that has been selected using random 
selection so that each unit in the population has a known chance of being 
selected. The aim of a probability sample is to keep the sampling error to a 
minimum (Bryman and Bell 2007). 
 
Random sampling is the most popular type of probability sampling.  By 
definition, each member of the population stands the same chance of being 
included in the sample and each sample of a particular size has the same 
chance of being chosen (Weman and Kruger 1999). 
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3.3.3.2 Non-probability sampling  
 
Non-probability sampling is a sample that has not been selected using a 
random process. This means that some of the units in the population had a 
better chance to be selected than others (Bryman and Bell 2007). 
 
3.3.4 Determining the sample size 
 
 To determine the size of the sample one needs to look at the following: 
1) Degree of confidence necessary to estimate the true value 
2) Precision of the estimate 
3) Amount of true variability present in the data (Hair et al. 2003). 
 
The bigger the sample, the more representative it will be, regardless of the 
size of the population. Matters of time and cost affect consideration of sample 
size. The bigger the sample the more costly and time consuming it becomes. 
Other factors that should be taken into consideration are the problems of non-
responses and the heterogeneity of the population (Bryman and Bell 2007).  
 
With regard to the sample size the researcher aimed for a response rate of 
20%. In Port Elizabeth there are approximately 250 registered surfers and 
with a response rate of 20% the researcher had to get 50 responses back. A 
total of 55 responses came back. The population is relatively homogeneous, 
which will lessen the amount of variation.  
 
3.3.5 Implementing the sample plan  
 
Only after all the details of the sample design are in place, can the researcher 
implement the sampling plan. All the details must be decided on before the 
final sample plan for once that data is collected it is too late to change the 
sampling design (Hair et al. 2003).   
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3.4 Method of Data Collection and Instrument  
 
Researchers, through measurement, describe phenomena in terms of, for 
example demographics, attitudes and lifestyle of consumers. To describe 
phenomena researchers must collect data by means of interviews, 
observations or questionnaires (Hair et al. 2003).    
 
The researcher decided to collect the data by using a questionnaire.  
 
3.4.1 Pilot Study  
 
The purpose of a pilot study is to detect possible flaws in the measurement 
procedures and in the operational action of the independent variables, to 
identify unclear or ambiguously formulated items, and to notice non-verbal 
behaviour about the content or wording of the product (Weman and Kruger 
1999). 
 
Pilot studies are very important in relation to research based on self-
completing questionnaires, as there are no interviewers present to clarify any 
confusion (Bryman and Bell 2007). 
 
To identify any shortcomings with the questionnaire a draft questionnaire was 
given to members from the CYOH surf club. Before the members were asked 
to complete the questionnaire, the purpose of the study was explained, as 
was the reason why they were chosen to do the pilot questionnaire. The 
questionnaires were filled in manually with a pencil. The members were asked 
afterwards if all the questions were understood and if there were any other 
suggestions.   After the questionnaires were filled in they were taken to Dr 
Pietersen from the statistics department of the NMMU University. Some of the 
questions were restructured to measure more direct correlations between 
specific variables that the researcher wanted to measure. 
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3.4.2 Questionnaire 
 
According to Collis and Hussey (2003) if a positivistic study is being 
conducted, the researcher must know a substantial amount about the subject 
in order to decide on the appropriate questions to ask before the design of 
questions.  
 
Collis and Hussey (2003) provide general rules for designing questions: 
 Explain the purpose of the questionnaire to all participants  
 Keep questions as simple as possible  
 Do not use specialist language  
 Avoid vague, descriptive words  
 Ask one question at a time  
 Include questions that serve as cross-checks  
 Include relevant questions only 
 Avoid questions which require participants to do calculations  
 Avoid offensive questions  
 Keep the questionnaire as short as possible, but include all the 
questions required covering the purpose of the study.  
 
The questionnaire for this study consisted of open-ended and closed 
questions in the first section, which mainly focused on demographic 
information of the participant. The second section of the questionnaire 
consisted of multiple-choice questions where the participants were asked a 
closed question and to select an answer from a list of predetermined 
responses.  
 
Whether a broadly positivist or phenomenological paradigm is followed, there 
will always be a combination of qualitative and quantitative aspects in the 
generating activities of the data. A quantitative approach to the collection of 
data has a major advantage, in that it is an easy and fast way of conducting 
research (Collis and Hussey 2003). 
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The data collection method was an online questionnaire, using a software 
programmes “Survey Monkey” to collected the data. “Survey Monkey” is 
technically the world’s leading provider of web-based survey solutions, trusted 
by millions of companies, organisations and individuals alike to gather the 
insights they need to make more informed decisions. With over 10 years of 
experience in survey methodology and web technology, “Survey Monkey” is 
the product of a single vision to create the easiest web-based survey tool on 
the planet. Their customers include 100% of the Fortune 100, as well as other 
businesses, academic institutions, and organisations of all shapes and sizes 
(Survey Monkey Brand Perception Survey 2009). 
 
This software creates an Internet link to the online questionnaire. The internet 
link to the questionnaire with a covering letter explaining the nature of the 
study was loaded onto the Millers Locals website and the CYOH surf club 
Facebook page. Participating surfers could complete the questionnaire online.  
The covering letter stated that it was voluntary and that if the surfers would 
prefer to remain anonymous their names were not disclosed.  
 
The “Millers Locals” website is a website for all the local Port Elizabeth 
surfers. The website was created by Kerry Wright and gives local surfers 
information about weather forecasts for Port Elizabeth and automated surf 
spot reports in and around Port Elizabeth. The website also supplies latest 
community news, a blog where surfers can say their say. Other segments that 
appear are Millers locals’ forum, readers’ surf tips, travel information, features 
on local surfers and how to surf greener. Millers Locals also hosts the biggest 
database of surf photos taken by local photographers of local surfers in and 
around Port Elizabeth. This is a local website supplying information, looking 
after the needs of the local Port Elizabeth surfer.  
 
Local surfers in Port Elizabeth started the CYOH surf club. The surf club is 
affiliated with the Eastern Cape surfing, and is one of the biggest drivers of 
surfing in Port Elizabeth. The CYOH surf club has monthly events and all 
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affiliated surfers can compete in an annual surf competition for the title of 
CYOH surf champion for the year.  
 
The researcher offered a R250-00 gift voucher at the local surf shop Surf 
Centre to one of the lucky participants who that filled in the questionnaire. 
This was to encourage surfers to fill in the online questionnaire.   
 
3.5 Reliability and Validity  
 
Accuracy is associated with validity while consistency is associated with 
reliability (Collis and Hussey 2003). 
 
3.5.1 Reliability 
 
Reliability is concerned with whether the results of the study could be 
repeated, and the outcome of the results will be more or less the same (Collis 
and Hussey 2003). 
 
There are three factors that need to be taken into consideration when 
considering whether a measure is reliable. 
 
 Stability – This means that if a measure is administered to a group 
and then re-administer, there will be little variation over time in the 
result that was obtained. 
 
 Internal reliability – Consistency of the indicators that make up the 
scale or index. 
 
 Inter-observer consistency – When there is more then one observer, 
there could be a lack of consistency between the observers (Collis 
and Hussey 2003). 
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3.5.2 Validity 
 
Validity is the extent to which the research findings accurately represent or 
measure what the researcher claims they measure. Because a positivistic 
paradigm focuses on the precision of measurement and the reliably of the 
study there will always be a chance of the validity being low (Collis and 
Hussey 2003). 
 
Validity in a study can be addressed in different ways.  
 
 Face validity – To ensure that the test or measure used does actually 
measure or represent what the study is supposed to measure or 
represent. 
 
 Construct validity – Phenomena like motivation, satisfaction and 
anxiety cannot be directly observed. These are known as hypothetical 
constructs, which are assumed to exist as factors of observable 
phenomena (Collis and Hussey 2003). 
 
The software programme “Survey Monkey” saves every IP address of the 
computer user that fills in the survey. By saving the IP address nobody can fill 
in the survey twice. This helps to prevent participants from completing the 
survey twice under a false name, and thus keeps the data realistic and true.  
 
The next chapter discusses the findings from the research methods described 
in this chapter. 
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CHAPTER 4 
 
DATA ANALYSIS OF EMPIRICAL STUDY 
 
 
4.1 Introduction 
 
In chapter three the research design and the practical aspects of the research 
were discussed. Chapter three also looked at the methods that were used to 
implement the empirical study and the way it would be measured.  
 
This chapter reviews the questions that were posed to the respondents of the 
survey and discusses the results of the data that was collected. The results of 
the data will be presented both graphically and descriptively. Each question 
that was posed to the sample group will be discussed and analysed 
individually. After analysing each question, conclusions will be drawn 
regarding the sample group.   
 
With approximately 250 surfers in Port Elizabeth the number of respondents 
(55) in this survey represents 20 % of the targeted sample group.  
 
This study adopted a positivistic paradigm, to collect mainly quantitative data. 
The quantitative data will normally take on the form of numerical values. 
These numerical values will represent the variables of the total number of 
observations (Collis and Hussey 2003).  The next section will discuss the data 
collected in this study. 
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4.2 Demographic Details 
 
The respondents were asked to supply various demographic details to assist 
with analysis. 
4.2.1 Name  
 
This question was asked only in order to identify the participant who won the 
gift voucher at Surf Centre Surf Shop. The software programme “Survey 
Monkey” saves every IP address of the computers that filled in the survey. By 
saving the IP address nobody can fill in the survey twice. This helped to 
prevent participants filling in the survey twice under a false name, or more 
then once to win the lucky draw. This also helped the data to be realistic and 
true. If participants wanted to stay anonymous they could not be taken into 
account for the prize the researcher sponsored.  The name details served no 
further purpose in the study. 
 
4.2.2 Age 
 
 Age 
31% 
33% 
23% 
13% 
20 and yonger 
21-30 
31-40 
41 and older 
 
Figure 4.1: Age 
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Date analysis produced the following findings: 
 31 percent were 20 years of age and younger 
 33 percent were between 21 and 30 years of age 
 23 percent were between 31 and 40 years of age  
 13 percent were 41 years old or older.  
 
The sample was well represented in all age groups. This helped to draw 
correlations regarding other questions that were asked according to age, such 
as if some age groups were more influenced by professional surfers regarding 
brands than others.  
 
4.2.3 Gender 
 
 
 
Gender 
88% 
12% 
Male 
Female 
 
Figure 4.2: Gender 
 
Out of the 55 respondents in the sample 88 percent were male, 12% were 
female. 
 
In South Africa the sport of surfing is not as well recognised as in other parts 
of the world. Men are predominately practising the sport. With the ASP men’s 
world tour hosting an event in South Africa at Jeffrey’s Bay, there is definitely 
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more focus on the participations of men in the sport then woman.  The gender 
data that was collected thus was a true reflection of the reality of surfing.  
 
4.2.4 Occupation  
 
This question was posed to participating surfers to be able to draw 
correlations regarding other questions. The main focus here was to 
distinguish between working participates and non-working participates, such 
as scholars and students. Out of the 55 respondents 48 filled in the question.  
The following table represents the answers given by the participants. 
Table 1: Occupation:  
Occupation   
 Count Percent 
Student 15 31.20 
Senior buyer 1 2.08 
Pilot 1 2.08 
Waiter/Student 1 2.08 
Self Employed 2 4.17 
IT specialist 1 2.08 
Sales & Development Manager 1 2.08 
Chartered Accountant 1 2.08 
Solutions Consultant 1 2.08 
Student at Pearson high school 1 2.08 
Lawyer 1 2.08 
School 1 2.08 
Musician 1 2.08 
Sales Manager 1 2.08 
Architect 2 4.17 
Operations manager of Heritage Trails (tour company) 1 2.08 
Manager 3 6.25 
Dancer 1 2.08 
Lecturer 1 2.08 
Doctor 1 2.08 
Sales Director – Canon 1 2.08 
Work 1 2.08 
Engineer 1 2.08 
School boy  1 2.08 
Graphic Designer 1 2.08 
IT Systems Manager 1 2.08 
Construction Manager 1 2.08 
Advertising 1 2.08 
Sales Rep 1 2.08 
Director of climate change consultancy 1 2.08 
 
Out of the 48 participates, 40 percent (19) of the sample was not working, and 
these participants were either students or scholars. The other 60 percent of 
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participants were working. This is important when looking at other questions 
such as price and quality considerations. 
 
4.2.5 Surf branded products 
 
 
Do you buy surf branded products?
6%
64%
30%
No, never
Sometimes
Yes, always
 
Figure 4.3: Surf branded products 
 
To establish if respondents are influenced by professional surfers it was 
necessary to find out if the participates do bought surf branded products 
endorsed by professional surfers. The surf brands that appeared in the 
questionnaire all had a professional surfer endorsing a surf product or brand.   
 
Out for the 55 respondents only 5 percent (3) of the sample claimed that they 
did not buy surf branded products.  Another 64 percent (35) of the sample 
said they sometimes bought surf branded products and 16 percent (16) of the 
sample group said that they always bought surf branded products. 
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4.2.6 Surfing experience 
 
How long have you been surf ing?
26%
37%
22%
13%
2%
0-5 years
6-10 years
11-20 years
21-30 years
30 years and longer
 
Figure 4.4:Surfing experience 
 
Table 2: How long have you been surfing? 
How long have you been surfing?   
 Participants Percent  
0-5 years 14 25.9  
6-10 years 20 37.0  
11-20 years 12 22.2  
21-30 years 7 13.0  
30 years and longer 1 1.9  
 
 
The longer one is actively involved in a sport, the better your knowledge 
regarding the sport, equipment to practice the sport, companies providing this 
equipment and who the professionals are in the sport internationally and 
locally.  
 
A total of 37 percent (20) of the sample consisted of surfers that have been 
surfing between six and ten years. Most of the surfers are still actively in 
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involved in the sport. These surfers know what new surf products are on the 
market and which companies are sponsoring which surfers.  
 
Another 26 percent of the respondents have been surfing for five years or 
less, 22 percent of the respondents have been surfing for between eleven and 
twenty years and 15 percent have been surfing for twenty-one years or more.  
 
4.2.7 Frequency 
 
How of ten do you surf?
30%
51%
8%
11%
Daily
Weekly
Every second week
Monthly
 
Figure 4.5: Frequency 
 
The responses to this question were as follows: 
 30 percent surfed on a daily bases  
 51 percent surfed on a weekly bases 
 8 percent surfed every second week 
 11 percent surfed on monthly bases. 
 
More than 80 percent of the participants surfed weekly or more.  This 
indicates that 80 percent of the sample was actively involved in regular surfing 
and that surf related product are bought on a regular bases.  
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4.2.8 Competitive surfing 
 
Do you surf  competitvely?
36%
64%
Yes
No
 
Figure 4.6: Competitive surfing 
 
A total of 35 percent (19) surfed competitively while 64 percent (34) surfed for 
recreational purposes.  
 
With surfing not being a mainstream sport in South Africa such as rugby, 
soccer and cricket most participants did not surf competitively. This finding 
suggests that surfing is largely a recreational sport that is practiced for the 
enjoyment of the sport by most surfers in Port Elizabeth.  
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4.2.9 Favourite surf brands 
 
Which of the following surf brands is your favourite brand?
28%
15%
15%
18%
24%
Billabong
O'neill
Hurley
Quiksilver
Rip Curl
 
Figure 4.7: Favourite surf brand 
 
The most favoured surf brand according to the sample was Billabong with 29 
percent. The surf brand Rip Curl is in second with 24 percent, Quiksilver was 
in third with 18 percent and Hurley and O’Neill both shared 15 percent of the 
sample group. 
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4.2.10 Surfer endorsed products 
 
 
Figure 4.8: Surfer endorsed products  
 
The data collected showed that 7 percent of respondents felt that it was very 
important to them which surfer endorsed the surf related product they bought. 
Another 16 percent of the sample felt that endorsement was important. In 
addition, 24 percent of the sample felt that endorsement was of moderate 
importance to them. The biggest percentage of the sample group, of 29 
percent felt that endorsement was of little importance and another 24 percent 
felt that endorsement was unimportant. 
 
One can assume from the data that the sample group did not think that it was 
of major importance who the surfer was who endorsed the surf related 
product, as over 53 percent of the respondents felt that endorsement was of 
little importance or unimportant. 
 
 
 
 
 
When buying a surf related product, how important is the surfer 
endorsing the product to you? 
24% 
29% 
24% 
16% 
7% 
Unimportant 
Of little Importance 
Moderatly Important 
Important 
Very important 
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4.1.11 Willingness to pay for endorsement 
 
 
Figure 4.9: Willingness to pay for endorsement 
 
A total of 53 percent respondents said that they would not pay more for a 
product that a pro surfer endorsed.  Another 43 percent said that they would 
pay more to some extent and 5 percent said that they would definitely pay 
more for a product endorsed by a pro surfer.  
 
 
 
 
 
 
 
 
 
 
 
 
 
Are you willing to pay more for a product that is endorsed by a pro surfer  
than a product that is not ? 
53% 42% 
5% 
No 
To some extend 
Yes, definitely 
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4.2.12 Favourite Professional Surfer 
 
Respondents were asked to identify their favourite pro surfer from a given list.  
  
Who is your favourite from the following list of  pro surfers?
41%
20%
19%
13%
7%
Jordy Smith
Rob Machardo
Kelly Slater
Taj Barrowes
Mick Fanning
 
Figure 4.10: Favourite pro surfer 
 
Out of the list of professional surfers the favourite surfer was Jordy Smith, with 
41 percent choosing him.  A further 20 percent of the respondents chose Rob 
Marchardo. Kelly Slater was chosen by 19 percent and 13 percent chose Taj 
Barrowes.  Lastly, 7 percent of the sample group chose Mick Fanning as their 
favourite surfer. 
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4.1.13 Choice of surfing product 
 
Respondents were asked whether they chose a specific brand when buying 
surfing products. 
When buying a surf related product, do you buy a specific 
brand?
15%
66%
19%
Yes
Not always
No
 
 Figure 4.11:Choice of surfing product 
 
When buying surf related products, 66 percent of the sample group did not 
always buy a specific brand, while 15 percent did buy a specific brand. Only 
19 percent of the sample group did not buy specific brand. Thus with 66 
percent of the sample group not always buying a specific brand one can see 
that brand loyalty did not influence the sample groups’ decision-making. 
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4.2.14 Quality considerations 
 
 
When buying a surf related product, how important is quality to you? 
2% 
11% 
16% 
71% 
Unimportant 
Moderatly Important 
Important 
Very important 
 
Figure 4.12: Quality considerations 
 
 A total 71 percent of the respondents felt that quality was very important 
when buying a surf related product. Another 16 percent felt that it was 
important and 11 percent of the sample group felt that it was of moderate 
importance. Only 2 percent of the sample group felt that quality was not 
important when buying a surf related product.  
 
This data clearly shows that quality is very important to the consumer when 
buying a surf related product, with more than 85 percent of respondents rating 
quality important or very important.  
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4.2.15 Quality products and surfing 
 
Do you think a good quality product can improve your surfing?
5%
68%
27%
No, definitely not
Yes, to some extend
Yes, definitely
 
 Figure 4.13: Quality products and surfing 
 
Interestingly, 68 percent of the respondents felt that a good quality product 
could improve your surfing performance to some extent while 27 percent of 
the respondents felt that it could definitely improve your performance.  Only 5 
percent felt that it definitely could not improve your performance. Again quality 
can be seen as one of the major influence on the sample groups’ decision-
making.  
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4.2.16 Price considerations 
 
 
 
When buying a surf related product, how important is price to  
you? 
2% 2% 
31% 
40% 
25% 
Unimportant 
Of little Importance 
Moderatly Important 
Important 
Very important 
 
Figure 4.14: Price considerations 
 
Table 3: Price 
When buying a surf related product, how important is price to you?   
 Respondents Percent                       
Unimportant 1 1.8    
Of little Importance 1 1.8    
Moderately Important 17 30.9    
Important 22 40.0    
Very important 14 25.5    
 
 
As seen in the table above more than 65 percent of the respondents felt that 
price was important or very important. According to the sample group, price 
has a big influence on the consumer when buying a surf related products. 
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4.2.17 Least favourite brand 
 
 
Which is your least favourite of the following brands? 
29% 
22% 
29% 
15% 
5% 
Quiksilver 
Billabong 
Hurley 
Rip Curl 
O'neill 
 
Figure 4.15: Least favourite brand 
  
According to the data that was collected the least favourite brand out of the 
list the respondents had to choose from was Hurley and Quiksilver, each with 
a 29 percent response. Billabong had 22 percent, Rip Curl had15 percent and 
O’Neill 5 percent. 
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4.2.18 Brand Image Consideration 
 
 
 
When buying a surf related product, how important is the IMAGE OF  
THE BRAND to you? 
11% 
30% 
35% 
20% 
4% 
Unimportant 
Of little Importance 
Moderatly Important 
Important 
Very important 
 
Figure 4.16: Brand image considerations 
 
The sample group did not feel that the image of the brand was of high 
importance when buying surf related products, with only 24 percent of the 
total sample group rating it as very important or important. This question will 
be cross tabulated to see how different age groups felt about the image of the 
brand and the importance there of.  
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4.2.19 The Buying Decision 
 
 
 
Do pro surfer endorsements influence your decision when buying surf 
related  products? 
45% 
44% 
11%  
No 
To some extend 
Yes 
 
Figure 4.17: The buying decision 
 
A small group of 11 percent of the respondents said that endorsed pro surfers 
influenced them when making buying decisions regarding surf related 
products.  A larger group of 44 percent of the respondents said that endorsed 
pro surfers did influence them to some extent when making decisions on 
buying surf related products, while 45 percent of the respondents said that 
they did not get influenced at all. 
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4.2.20 Least Favourite Surfer 
 
 
Who is your LEAST favourite surfer from the following list?
11%
30%
33%
24%
2%
Kelly Slater
Mick Fanning
Rob Machardo
Taj Barrowes
Jordy Smith
 Figure 4.18: Least favourite surfer 
 
According to the sample group Rob Machardo was the least favourite surfer 
with 33.3 percent of participants choosing him. Mick Fanning had 30 percent 
of the participants’ vote, Taj Barrowes 24 percent, Kelly Slater 11 percent and 
Jordy Smith only 2 percent.  
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4.2.21 Endorsements versus Quality Considerations 
 
 
Do you feel surf products that are endorsed by pro surfers are of better 
quality than products that are not?
49%
44%
7%
No
To some extend
Yes
  
Figure 4.19: Endorsements versus quality considerations 
 
A very small group of 7 percent believed that products that are endorsed by 
pro surfers are of better quality.  Another 44 percent of participants believed 
that they were of better quality to some extent and 49 percent believed that 
products that are endorsed by pro surfers were not of better quality than 
products that are not endorsed.  
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4.2.22 Best Surf Brand 
 
 
Out of the  following surf brands, which one according to you is 
the best surf brand?
30%
18%
7%
18%
27%
Billabong
O'neill
Hurley
Quiksilver
Rip Curl
 
 Figure 4.20: Best surf brand.  
 
Table 4: Best brand 
 
Which one is according to you the best surf brand?   
 Count Percent    
Billabong 16 29.1    
O'Neill 10 18.2    
Hurley 4 7.3    
Quiksilver 10 18.2    
Rip Curl 15 27.3    
 
 
According to the data that was collected, Billabong was the best brand (29 
percent) out of the list of surf brands that was presented to the participants. 
The sample group indicated that Hurley was the worst brand with 7 percent. 
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4.2 Cross tabulation  
 
To analyse bivariate data one can construct a table which is known as a cross 
tabulation. Cross tabulation can be constructed with any type of quantitative 
data. Cross tabulation is extremely useful for analysing nominal data (Collis 
and Hussey 2003). 
 
Cramer’s V uses a similar formula to chi and can be employed with nominal 
variables. This statistic can only take on a positive value, it gives an indication 
of the strength of the relationship between two variables but not the direction 
(Bryman and Bell 2007). 
 
Since larger tables tend to produce bigger Chi-squared values without 
necessarily meaning that the relationship is stronger, the guidelines for the 
interpretation of the value of Cramér’s V differ as the table becomes larger. 
The following guidelines have been suggested:  
 
Table 5: Cramér’s V 
 k=2 k=3 k= 4 k=5  k=6 
Small effect 0.1 0.07 0.06 0.05 0.04 
Medium effect 0.3 0.21 0.17 0.15 0.13 
Large effect 0.5 0.35 0.29 0.25 0.22 
 
Due to the small sample group, none of the cross tabulations have statistical 
significance. The researcher merely focused on Cramér’s V number to 
establish if there is a relationship between the variables and how strong it is.  
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Table 6 below shows the relationship between age and whether professional 
surfer endorsements were an influence in the buying decision. 
 
Table 6: Cross tabulation between age and do pro surfer endorsements 
influence your decision when buying surf related products? 
 
According the Cramér’s V there is a medium strength in the relationship 
between the two variables. The table shows that the participants in the age 
group between 20 and younger do feel that pro surfer endorsements influence 
their decision when buying surf related product, with more then 62 percent of 
participants in the age group 20 and younger indicating yes or to some extent. 
With more than 10 percent difference between the age groups and 
participants that said no, one could assume that younger people are more 
influenced by professional surfer endorsements.  
 
The following tables show other relationships between the data. 
 
 
 
 
 
 Q19 Q19 Q19 Row 
Age No To some extend Yes Totals 
20 and 
younger 6 7 3 16 
Row % 37.50% 43.75% 18.75%  
21-30 8 8 1 17 
Row % 47.06% 47.06% 5.88%  
31 and 
older 11 8 0 19 
Row % 57.89% 42.11% 0.00%  
Totals 25 23 4 52 
     
Chi-
square 
4.9 df=4 p=.29929 
 
Cramér's 
V 
0.22 
(Medium)   
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Table 7: Cross tabulation between age and when buying a surf related 
product, how important is the surfer endorsing the product to you? 
 
 Q10 Q10 Q10 Q10 Q10 Row 
Age Unimportant 
Of little 
Importance 
Moderately 
Important Important 
Very 
important Totals 
20 and 
younger 1 6 2 4 3 16 
Row % 6.25% 37.50% 12.50% 25.00% 18.75%  
21-30 4 4 6 3 0 17 
Row % 23.53% 23.53% 35.29% 17.65% 0.00%  
31 and 
older 7 6 4 1 1 19 
Row % 36.84% 31.58% 21.05% 5.26% 5.26%  
Totals 12 16 12 8 4 52 
       
Chi-
square 12.2 df=8 p=.14069    
Cramér's 
V 0.34 (Medium)     
 
According to the Cramér’s V there is a medium strength relationship between 
the two variables, with 43.75 percent of the participants in the age group 20 
and younger indicating that it is important or very important who the surfer is 
endorsing the product. Only 17.65 percent of the age group 21 – 30 and 10.52 
percent of the age group 31 and older feel that it is important who the surfer is 
endorsing the product. This shows clearly that the younger age group are 
more concerned by who the endorsed surfer of the product is.  
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Table 8: Cross tabulation between age and who is your least favourite surfer 
from the following list? 
 
 
With a Cramér's V count of 0.36 the relationship between the variables is of 
medium strength. One can see that every age group has different surfers that 
were chosen as the least favourite.  A total of 53.33 percent of the age group 
20 and younger chose Rob Marchardo as their least favourite surfer, while 
41.18 percent of the age group between 21 and 30 chose Mick Fanning as 
their least favourite surfer and 36.84 percent of the age group 31 years and 
older chose Rob Marchardo. In the age group 20 and younger Kelly Slater 
and Jordy Smith were not chosen by anyone. Kelly Slater is one of the oldest 
surfers on the ASP tour and Jordy Smith is one of the youngest surfers on the 
tour, and a South African. 
 
 
 
 
 
 
 Q20 Q20 Q20 Q20 Q20 Row 
 
Kelly 
Slater 
Mick 
Fanning 
Rob 
Machard
o 
Taj 
Barrowe
s 
Jordy 
Smith Totals 
20 and 
younger 0 5 8 2 0 15 
Row % 0.00% 33.33% 53.33% 13.33% 0.00%  
21-30 3 7 1 6 0 17 
Row % 
17.65
% 41.18% 5.88% 35.29% 0.00%  
31 and older 2 4 7 5 1 19 
Row % 
10.53
% 21.05% 36.84% 26.32% 5.26%  
Totals 5 16 16 13 1 51 
       
Chi-square 12.9 df=8 p=.11395    
Cramér's V 0.36 (Medium)     
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Table 9: Cross tabulation between age and who is your favourite surfer from 
the following list? 
 
 Q12 Q12 Q12 Q12 Q12 Row 
 
Jordy 
Smith 
Rob 
Machardo 
Kelly 
Slater 
Taj 
Barrowes 
Mick 
Fanning Totals 
20 and 
younger 9 4 0 3 0 16 
Row % 56.25% 25.00% 0.00% 18.75% 0.00%  
21-30 7 5 1 2 2 17 
Row % 41.18% 29.41% 5.88% 11.76% 11.76%  
31 and 
older 5 2 8 1 2 18 
Row % 27.78% 11.11% 44.44% 5.56% 11.11%  
Totals 21 11 9 6 4 51 
       
Chi-
square 17.7 df=8 P=.02342    
Cramér's 
V 0.42 (Large)     
 
With a Cramér's V count of 0.36 the relationship between the variables is of 
medium strength. In the age group 20 and younger, Jordy Smith was chosen 
by 56.25 percent of the participants as their favourite surfer. He was also 
chosen by 41.18 percent in the age group 21 and 30 years of age and in the 
age group 31 and older, Kelly Slater was chosen by 44.44 percent of the 
participants. With Kelly Slater being one of the oldest surfers on the ASP tour 
one can clearly see that he has a bigger following in the older age group and 
Jordy Smith has a bigger following in the younger age groups.   
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Table 10: Cross tabulation between age and which is your LEAST favourite 
brand from the following list? 
 
 Q17 Q17 Q17 Q17 Q17 Row 
 Quiksilver Billabong Hurley Rip Curl O'Neill Totals 
20 and 
younger 8 2 3 2 1 16 
Row % 50.00% 12.50% 18.75% 12.50% 6.25%  
21-30 5 4 4 4 0 17 
Row % 29.41% 23.53% 23.53% 23.53% 0.00%  
31 and 
older 3 4 9 2 1 19 
Row % 15.79% 21.05% 47.37% 10.53% 5.26%  
Totals 16 10 16 8 2 52 
       
Chi-
square 8.7 df=8 p=.36482    
Cramér's 
V 0.29 (Medium)     
 
According to the Cramér’s V there is a medium strength in the relationship 
between the two variables. In the age group 20 and younger Quiksilver was 
chosen by 50 percent of the participants as their least favourite brand. The 
age group 21 to 30 also chose Quiksilver as their least favourite brand. 
Quiksilver is one of the oldest surf brands. The age group 31 and older chose 
Hurley as their least favourite brand. Hurley is one of the latest brands in the 
surf industry. 
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Table 11: Cross tabulation between age and which of the following surf 
brands is you favourite brand? 
 
 
 
According to Cramér’s V there is a medium strength in the relationship 
between the two variables. All age groups did not show a specific brand to be 
their favourite brand within the age group. With Hurley being the youngest 
brand it shows that the age group 31 and older does not know the brand or is 
loyal to the older brands they know.   
 
The following tables will look at the correlation between pro surfers, the 
brands that they endorse and if they influence consumers positively or 
negatively towards the brands. The pro surfers that were used in the 
questionnaire are endorsing the following brands.  
 
 
 
 
 
 Q9 Q9 Q9 Q9 Q9 Row 
Age Billabong O'Neill Hurley Quiksilver Rip Curl Totals 
20 and 
younger 3 3 4 3 3 16 
Row % 18.75% 18.75% 25.00% 18.75% 18.75%  
21-30 6 1 4 2 4 17 
Row % 35.29% 5.88% 23.53% 11.76% 23.53%  
31 and 
older 6 3 0 5 5 19 
Row % 31.58% 15.79% 0.00% 26.32% 26.32%  
Totals 15 7 8 10 12 52 
       
Chi-
square 7.8 df=8 p=.45126    
Cramér's 
V 0.27 (Medium)     
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Table 12: Surfers and endorsing brands 
 
Pro Surfer Endorsing Brand 
Jordy Smith O’Neill 
Rob Machardo Hurley 
Kelly Slater Quiksilver 
Taj Barrowes Billabong 
Mick Fanning Rip Curl 
 
 
Table 13: Cross tabulation between who is your favourite from the following 
list of pro surfers and which of the following surf brands is your favourite 
brand? 
 
 Q9 Q9 Q9 Q9 Q9 Row 
Q12 Billabong O'Neill Hurley Quiksilver Rip Curl Totals 
Jordy Smith 6 5 6 4 1 22 
Row % 27.27% 22.73% 27.27% 18.18% 4.55%  
Rob Machardo 2 2 1 2 4 11 
Row % 18.18% 18.18% 9.09% 18.18% 36.36%  
Kelly Slater 2 1 0 4 3 10 
Row % 20.00% 10.00% 0.00% 40.00% 30.00%  
Taj Barrowes 4 0 1 0 2 7 
Row % 57.14% 0.00% 14.29% 0.00% 28.57%  
Mick Fanning 1 0 0 0 3 4 
Row % 25.00% 0.00% 0.00% 0.00% 75.00%  
Totals 15 8 8 10 13 54 
       
Chi-square 23.4 df=16 p=.10316    
Cramér's V 0.33 (Medium)     
 
Cramér’s V of 0.33 shows there is a medium strength relationship between 
the two variables. 
 Jordy Smith – O’Neill  
Only 22.73 percent of the participants that chose Jordy Smith as their 
favourite surfer chose O’Neill as their favourite brand. 
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 Rob Machardo – Hurley  
Only 9.09 percent of the participants that chose Rob Machardo as their 
favourite surfer chose Hurley as their faviourite brand. 
 
 Kelly Slater – Quiksilver  
A larger group of 40 percent of the participants that chose Kelly Slater 
as their favourite surfer chose Quiksilver as their favourite brand. 
 
 Taj Barrowes - Billabong  
A total of 57.14 percent of the participants that chose Taj Barrowes as 
their favourite surfer chose Billabong as their favourite brand. 
 
 Mick Fanning 
A significant 75 percent of the participants that chose Mick Fanning as 
their favourite surfer chose Rip Curl as their favourite brand. 
 
With surfers like Kelly Slater (10 time world champion), Mick Fanning (twice 
world champion) and Taj Barrowes, who have been on the ASP tour for many 
years, there is an indication of consumers linking their favourite brand with 
their favourite surfer. This could be because surfers are better known and 
have been with their respective brand for a longer period of time.  
 
Jordy Smith has only been on the ASP tour for two years and Rob Machardo 
used to surf on the ASP tour.  Rob Machardo is one of the most famous free 
surfers. 
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Table 14: Cross tabulation between which is your least favourite of the 
following brands and who is your least favourite surfer from the following list? 
 
 Q17 Q17 Q17 Q17 Q17 Row 
Q20 Quiksilver Billabong Hurley Rip Curl O'Neill Totals 
Kelly Slater 2 3 0 1 0 6 
Row % 33.33% 50.00% 0.00% 16.67% 0.00%  
Mick Fanning 4 2 7 3 0 16 
Row % 25.00% 12.50% 43.75% 18.75% 0.00%  
Rob Machardo 6 2 6 2 2 18 
Row % 33.33% 11.11% 33.33% 11.11% 11.11%  
Taj Barrowes 3 5 2 2 1 13 
Row % 23.08% 38.46% 15.38% 15.38% 7.69%  
Jordy Smith 0 0 1 0 0 1 
Row % 0.00% 0.00% 100.00% 0.00% 0.00%  
Totals 15 12 16 8 3 54 
       
Chi-square 14.6 df=16 p=.55381    
Cramér's V 0.26 (Medium)     
 
Cramér’s V of 0.33 shows there is a medium strength relationship between 
the two variables. 
 
 Jordy Smith – O’Neill  
None of the participants that chose Jordy Smith as their least favourite 
surfer chose O’Neill as their least favourite brand. 
 
 Rob Machardo – Hurley  
A total of 33.33 percent of the participants that chose Rob Machardo as 
their least favourite surfer chose Hurley as their least favourite brand. 
 
 Kelly Slater – Quiksilver  
Similarly, 33.33 percent of the participants that chose Kelly Slater as 
their least favourite surfer chose Quiksilver as their least favourite 
brand. 
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 Taj Barrowes - Billabong  
A larger group of 38.46 percent of the participants that chose Taj 
Barrowes as theirleast favourite surfer chose Billabong as their least 
favourite brand. 
 
 Mick Fanning – Rip Curl  
Only 18.75 percent of the participants that chose Mick Fanning as their 
least favourite surfer chose Rip Curl as their least favourite brand. 
 
Table 15: Cross tabulation between who is your favourite from the following 
list of pro surfers and out of the following surf brands, which one is according 
to you is the best surf brand? 
 
 Q22 Q22 Q22 Q22 Q22 Row 
Q12 Billabong O'Neill Hurley Quiksilver Rip Curl Totals 
Jordy Smith 8 6 1 2 5 22 
Row % 36.36% 27.27% 4.55% 9.09% 22.73%  
Rob Machardo 3 0 2 3 3 11 
Row % 27.27% 0.00% 18.18% 27.27% 27.27%  
Kelly Slater 2 2 0 4 2 10 
Row % 20.00% 20.00% 0.00% 40.00% 20.00%  
Taj Barrowes 3 0 1 1 2 7 
Row % 42.86% 0.00% 14.29% 14.29% 28.57%  
Mick Fanning 0 1 0 0 3 4 
Row % 0.00% 25.00% 0.00% 0.00% 75.00%  
Totals 16 9 4 10 15 54 
       
Chi-square 18.9 df=16 p=.27476    
Cramér's V 0.30 (Medium)     
 
Cramér’s V of 0.30 shows there is a medium strength relationship between 
the two variables 
 
 Jordy Smith – O’Neill  
 A totalof 27.27 percent of the participants that chose Jordy Smith as their 
favourite surfer chose O’Neill as being the best brand. 
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 Rob Machardo – Hurley  
Only 18.18 percent of the participants that chose Rob Machardo as their 
favourite surfer chose Hurley as being the best brand. 
 
 Kelly Slater – Quiksilver  
A group of 40 percent of the participants that chose Kelly Slater as their 
favourite surfer chose Quiksilver as being the best brand 
 
 Taj Barrowes - Billabong  
A total of 42.86 percent of the participants that chose Taj Barrowes as 
their favourite surfer chose Billabong as being the best brand. 
 
 Mick Fanning – Rip Curl  
A large group of 75 percent of the participants that chose Mick Fanning as 
their favourite surfer chose Rip Curl as being the best brand. 
 
The next chapter wraps up the study by covering findings, conclusion and 
recommendations.  Ideas for future research are also explained. 
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CHAPTER 5 
 
FINDINGS, CONCLUSION, RECOMMENDATIONS AND 
FUTURE RESEARCH 
 
In the previous chapter, the results and the analysis of the data collected in 
this study were reported. These findings included results from the frequency 
distribution and descriptive analysis of the participant’s demographic data and 
the survey responses. The findings also included the results of the cross 
tabulation on some of the questions from the participants’ responses.  
 
In this chapter the results reported in the previous chapter will be discussed. 
The findings will be compared against previous studies and related theories. 
Recommendations will be made regarding the influence of endorsed pro 
surfers on consumer’s attitudes towards surf brands.  
 
5.1 Findings 
 
In the literature study that was done there was a clear indication that 
professional athletes do influence fans. These fans are positively influenced 
towards the brand that their favourite professional athlete endorses. It is also 
indicated that there is a negative influence towards the fan’s least favourite 
professional athlete and that specific professional athlete’s endorsed brand.  
 
The aim of the study was to show if the same applied to the sport of surfing 
and the influence of pro surfer endorsement on consumer attitude towards 
their endorsed brand.  
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5.1.1 Findings: Do pro surfer endorsements influence your decision 
when buying surf related products? 
 
Out of the sample group 55 percent said that pro surfers endorsing the 
products do influence them to some extent. When looking at the different age 
groups most of the participants in the age group 21 years and younger said 
that surfers endorsing the brand do influence them when buying related surf 
products.  The older participants had a bigger percentage of participants that 
said that the pro surfers endorsements do not influence their decisions when 
buying surf related products. One can assume that the older consumers have 
better product knowledge and are not influenced by pro surfers as much as 
younger consumers.  
 
As seen in various other sports, professional surfers also do influence fans or 
consumers in the surfing industry, but age does play a role. When buying surf 
related products, pro surfers do influence younger consumers more than older 
consumers.  
 
 
5.1.2 Findings: Importance of the pro surfer endorsing the brand for the 
sample group 
 
The findings from the sample group indicated that the majority of participants 
felt that the endorsed surfer is of little importance to the product. If the sample 
group is segmented in different age groups, most of the younger participants 
felt that it is important who the surfer is that is endorsing the brand. The 
influence on the younger participants is bigger than on the older participants, 
who do not seem to care who the endorsed surfer is. Younger consumers are 
more influenced by pro surfers than older consumers.   
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5.1.3 Findings: Age and favourite surfer 
 
Certain generations follow certain athletes, or in this case pro surfers. All pro 
surfers named in the questionnaire, still compete against each other on the 
ASP tour. There is an age difference between the surfers of over 15 years 
from the youngest to the oldest surfer on tour. According to the participant’s 
age group, one could see that every age group has a favourite surfer.  
 
5.1.4 Findings: Least favourite brand  
 
With the whole sample group there was not a big difference between the 
brands.  When the sample group is broken up into the different age groups 
one can clearly see that each age group chose different brands.  
 
Quiksilver is one of the oldest brands in the surfing industry and was chosen 
by 50 percent of the youngest age group of participants as their least favourite 
brand. Hurley, being one of the youngest brands in the surfing industry, was 
chosen by 47.37 percent of the oldest age group. Once again it shows that 
different age groups dislike different brands.   
 
5.1.5 Findings: Favourite surfer evokes positive attitudes towards his 
endorsing brand 
 
In a study done by (Dalakas & Levin 2005) the following was confirmed: “the 
hypothesis that sponsoring one property usually evokes positive attitudes 
from fans of that property but may also elicit negative attitudes by fans of 
other properties”. 
 
All the surfers in the study have been on the ASP tour for differing amounts of 
years. Some have had more success than others.  When duration and 
success are combined, this created a bigger following than other surfers on 
the ASP tour.  
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In the literature study McCracken suggests that celebrity endorsers bring their 
meaning and image into the advertisement and transfer them to the product 
they are endorsing (1989 as cited in Belch and Belch 2004). 
 
With surfers like Kelly Slater (10 times world champion), Mick Fanning (twice 
world champion) and Taj Barrowes who have been on the ASP tour for many 
years, there is an indication of consumers linking their favourite brand with 
their favourite surfer. This could be that these surfers are better known and 
have been with their respective brand for a longer period of time. Assuming 
this is why the correlation between consumer’s favourite pro surfer and their 
endorsing brand is bigger than surfers who are less known or with shorter 
track records.   
 
Jordy Smith has only been on the ASP tour for two years and Rob Machardo 
used to surf on the ASP tour, however, today he is one of the most famous 
free surfers but does not compete any more.  
 
By looking at the findings one can assume that consumers do get influenced 
positively towards their favourite surfers brand. The influence depends on how 
long the surfers have been competing on tour, their success on tour and how 
long they have been with their respective endorsed companies.   
 
 
5.1.6 Findings: Least favourite surfer evokes negative attitudes towards 
his endorsing brand. 
 
Most of the participants did not link their least favourite surfer with their least 
favourite brand. One can assume then, that pro surfers do not evoke negative 
attitudes towards their endorsing brand. If pro surfers do not influence 
consumers negatively, other factors like price, quality, availability or previous 
experiences could be the determining factor that makes a consumer identify a 
brand as his least favourite brand. 
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5.1.7 Findings: Favourite surfer and best brand. 
 
Once again, the findings showed that the favourite surfers evoke positive 
attitudes towards their endorsing brand. There was a clear indication that 
participants did link their favourite surfers with their endorsing brands, 
choosing these brands as being the best brand.  
 
5.2 Conclusion  
 
The objective of this study was to examine the relationship between 
professional surfers and consumer behaviour. The findings suggest that 
endorsed professional surfers do influence consumer behaviour. However this 
influence does not seem to be as significant as in other sports. 
 
Professional surfers do evoke positive attitudes from fans towards their brand 
that they endorse. On the other hand, the negative influence of professional 
surfers on attitudes of non-fans does not seem to apply as in other sports. 
Surf companies within the industry should be aware of the big influence age 
has on the consumers behaviour and that different age groups follow different 
surfers.  
 
Companies should choose to sponsor professional surfers that fit the image of 
the company and the products, not necessarily the professional surfer who 
performs the best. Using professional surfers in advertising of products does 
create better brand awareness, but endorsed professional surfers are not 
likely to change consumer’s perceptions of the endorsing brands products. 
 
5.3 Recommendations  
 
Younger consumers are more influenced by pro surfers. This could be as a 
result of the bombarding through the media and better access to advertising 
of surf related products. Surf brands must target younger consumers with 
advertising using pro surfers to endorse the products. Most of the surf brands 
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do this in their advertising. However, when marketing a product that has an 
older target market the use of pro surfers does not have such a big influence 
on the consumer. Product characteristics like quality, durability and special 
features influence older consumers more than the pro surfer endorsing the 
brand.  
 
Surf brand marketers must be aware that that older surf brands must 
constantly come up with new and fresh ideas. New brands entering the 
market are a big threat to older brands and appeal more to the younger 
consumers than the older brands.  
 
Pro surfers do evoke positive attitudes from fans towards their endorsing 
brand.  Surf companies must also constantly be on the lookout for young, new 
talent to sponsor. As seen in the findings, different age groups in the sample 
follow different surfers. With a new generation moving in and older 
generations moving out of the target population, surf brand should keep on 
endorsing surfers of all ages to influence all consumers positively towards 
their brands. 
 
In the literature study it was suggested that sponsoring one athlete, or in this 
case, surfers could elicit negative attitudes from fans of other athletes or 
surfers. With surfing not being a direct physical sport where competitors 
compete directly against each other, the findings in this study show that 
professional surfers do not evoke negative attitudes towards the brand that 
they endorse. Surfers have a more positive influence on consumers towards 
the brand that they endorse. Consumers seem to choose favourite surfers 
because of their style of surfing and image and not necessarily because of 
how well they perform on the ASP tour or the brand they endorse.  
 
5.4 Future Research 
 
The sample that was used was small and only concentrated on the surfers in 
Port Elizabeth. Future research can include different coastal areas and a 
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bigger sample group. Different areas could show different influences on surf 
brands.  
 
Another research angle could be to see what the influence of local surfers is 
on consumers. The research that was conducted only looked at the 
professional surfers on the ASP tour. Most of the surf companies sponsor 
local surfers and local competitions, and this could have an influence on the 
local surfers when buying surf related products.  
 
In the research one could see that age plays a big role when choosing 
brands, favourite and least favourite surfers. Further research could have a 
more in-depth look into the way age influences consumer behaviour in the 
surfing industry. 
  
In this research the professional surfer was only linked to the brand being 
endorsed.  Future research can incorporate why consumers choose certain 
surfers as their favourite or least favourite surfers, what makes consumers like 
or dislike a professional surfer and how this influences the brand they 
endorse. 
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Appendix A. Questionnaire Cover Page 
 
 
 
 
The NMMU Business School 
20 Bird Street 
PO BOX 77000 
Nelson Mandela Metropolitan 
University 
Port Elizabeth 
Republic of South Africa 
 
My name is Frikkie Greybe, and I am conducting research for the purpose of 
obtaining my Masters degree in Business Administration at the Nelson 
Mandela Metropolitan University. The focus of my research is on the influence 
that endorsed pro surfers have on consumers purchasing behaviour when 
buying surfing related products.  
 
I would like to invite you to participate in this study. The research aims to 
include surfers of all ages and gender in and around Port Elizabeth. To 
participate in this research an online questionnaire needs to be completed. 
The web-site link that is provided is secure and safe to use. The questionnaire 
will take approximately 15 minutes to complete and participation is voluntary.  
 
Your participation in this study will be greatly appreciated. This research will 
contribute both to a larger body of knowledge on the influence of professional 
athletes on consumers and even more in the surfing industry.  
 
If you choose to participate in this study please complete the online 
questionnaire carefully and as honestly as possible. 
 
Remember one lucky participant will win a Surf Centre gift voucher to the 
value of R250-00 just for filling in the questionnaire.  
 
Thank you for taking the time to read this letter. It is greatly appreciated.  
 
Regards  
 
Frikkie Greybe (Researcher) 
 
E-mail: frikkiegreybe@gmail.com 
 
Cell: 072 2752 534 
 
Dr J.M. Burger (Promoter) 
 
E-mail: jburger367@gmail.com 
 
Tel: 041-776 1040 
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